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Abstract 
 
There is an upsurge of consumer empowerment 
driven by the rise of the Internet and online 
communities. However, the effect of psychological 
empowerment that may be experienced in 
contributing knowledge and experiences in the 
process of participation in online brand community 
has seldom been investigated. This study aims to 
examine the role of psychological empowerment in 
online brand community and its impact on value co-
creation behaviors. By using PLS-SEM, the result 
indicate that perceived responsiveness, validation, 
status seeking, perceived network size, and 
information quality, facilitates the establishment of 
psychological empowerment, which in turn promotes 
consumers’ value co-creation behaviors. Implications 
for researchers and practitioners are discussed. 
 
1. Introduction  
 
The diffusion of new technologies instigated a 
massive growth of online brand communities in the 
past decade, which has drawn pronounced attention 
among marketers and researchers [10, 41]. The web 
has become a central place for the creation and 
exchange of knowledge. Online brand communities 
which provide an environment where consumers can 
interact with other members who share common 
brand interest are increasingly becoming an 
important platform for consumers to interact and 
obtain information. Supported by the Internet, the 
connected consumers are empowered by sharing 
knowledge and experiences, which allows them to 
participate in co-creating values for the brand. Lusch 
and Vargo [39] posits that firms are prompted to 
collaborate with consumers to co-create values by 
seeking consumer’s participation in contributing 
knowledge and ideas, for example Lego tapping into 
the brand communities to harness the innovation of 
consumers to enhance the Lego robotic ideas [29]. 
Online brand communities can provide an 
empowering environment where the individuals 
experience empowerment to participate in collective 
value creation that increases firm benefits.  
 Although some of the online brand communities 
successfully attract members to actively participate in 
contributing knowledge, exchanging brand 
experiences, many other online brand community 
member’s interaction level is low. It is likely that the 
level of empowerment that is experienced among 
differential contextual environment of the online 
brand community may cause distinctive impact in 
drawing participation. Hence, the overall phenomena 
entails a clearer examination of what might have 
gone wrong for these online brand communities. 
How does the perceived experience generated by the 
contextual environmental of the online brand 
community create a sense of empowerment to impact 
on individual’s intention to participate in contributing 
knowledge and sharing experience? To answer this 
question, an investigation that allow deeper 
understanding into the drivers of psychological 
empowerment in online brand community and its 
effect in value co-creation is crucial. 
The concept of empowerment has been widely 
discussed in organizational disciplines [13, 51, 59]. 
Recently, the focus has been shifted to consumer 
empowerment as scholars postulated that there is an 
upsurge of consumer empowerment driven by the rise 
of the Internet and then reignited by online 
communities [25, 30]. Psychological empowerment 
manifests a psychological state that is shaped by the 
environment [54]. Social factors and functional 
dimensional factors are two important reasons why 
people join online brand communities. However, how 
the social factors and functional factors affect the 
development of psychological empowerment in the 
process of participation in online brand communities 
has seldom been carefully investigated. To fill the 
research gap, drawing from the psychological 
empowerment theory [13, 59], the objective of the 
present research is to examine how social and 
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functional dimensional factors in the environment of 
online brand community facilitates psychological 
empowerment, which in turn enhances the intention 
to participate in the value co-creation behaviors. The 
present research is the first to examine the effects of 
social and functional dimensional drivers, which may 
facilitate the establishment of psychological 
empowerment in online brand communities. It thus 
advances the area of research on online brand 
community and empowerment theory. 
 
2. Literature review 
 
Empowerment theory postulates environmental 
factors interact with individual’s cognitions, 
perceptions, and attitudes, to impose influences on 
individual behaviors [58]. Empowerment is seen as 
an enabling process, “enabling implies creating 
conditions for heightening motivation for task 
accomplishment through the development of a strong 
sense of personal efficacy” [13] (p. 474). Bandura [5] 
viewed the empowerment from a motivational 
perspective as a process whereby an individual’s 
belief in his self-efficacy is enriched [5]. Past 
literatures are mostly drawn from job design studies 
in management literatures [32]. However, though 
empowerment builds from the roots of job 
enrichment theory, the multidimensional 
conceptualization of empowerment extends beyond it.  
Thomas and Velthouse [54] define empowerment 
as an increased intrinsic motivation which delineates 
an individual’s work role orientation. They posit that 
empowerment is a multifaceted construct, which 
encompasses four cognitions: meaning, competence, 
self-determination, and impact. Drawing from the 
definition postulated by Spreitzer [51], the present 
study defines psychological empowerment as 
individual’s active motivational orientation toward 
value co-creation in the online brand community. The 
four manifested cognitions proposed by Spreitzer 
[51], also illustrates the characteristic of 
psychological empowerment in this study: Meaning 
indicates the value of the work goal corresponding to 
individual’s personal goals, which illustrate a fit 
between the requests of a work role and a person's 
beliefs, values, and behaviors [9]. Competence 
indicates self-efficacy, the belief of an individual’s 
ability to perform the work activities with the 
necessary skills [21]. This is similar to personal 
mastery, or effort-performance expectancy [6]. Self-
determination indicates exhibiting the ability to make 
choices and instigating actions [15]. Self-
determination illustrates an individual’s autonomy to 
make initiations, make decisions regarding the 
methods adopted in work, and the continuation of 
work behavior and processes. Impact indicates the 
extent an individual’s ability to make a difference to 
the outcomes at work [3]. Therefore, the 
psychological empowerment characterized by the 
four cognitive dimensions postulates an active 
orientation to the work role, where individuals not 
only have more control over their own work, they can 
possess a higher level of "voice" in influencing 
activities and impose impact over larger 
organizational matters [19].  
Psychological empowerment manifests a 
psychological state that is shaped by the environment 
[54]. Thomas and Velthouse [54] underscore that the 
work environment can have a significant impact on 
the establishment of empowerment, indicating the 
influence of content and nature of an environment. 
For individuals to feel empowered, it is essential that 
they perceive the environment is liberating instead of 
constraining [15]. Spreitzer [52] delineates 
characteristics of the work environment that 
facilitates the establishment of psychological 
empowerment, such as perceptions of sociopolitical 
support, role ambiguity, and work unit climate, 
access to information and resources. Thus for the 
empowering process to unfold, it is necessary that it 
is perceived the barriers are uplifted and 
opportunities for enrichment is strengthened in the 
environmental scopes. The importance of 
individual’s perceptions is highlighted as the 
definitions of empowerment emphasized is the belief 
that an individual can exert control over the decisions 
to be made [42]. Bandura posits that, instead of being 
entirely determined by the environments, individuals 
take an active role to perceive those environments 
and are hence affected by the individual’s perceptions 
instead of the objective reality [6]. In sum, 
psychological empowerment manifest the ongoing 
ebb and flow of individual’s perceptions about their 
environment in association with themselves. Sizable 
studies show support in the enabling effect of the 
environment to create psychological empowerment. 
Drawing from literatures that assert many similarities 
are shared between employee and consumer 
behaviors [8], we propose that online brand 
community which creates an online environment for 
people to interact, also create an environment where 
the enabling process of psychological empowerment 
can be fostered.  
The investigation of psychological empowerment 
in the social media context is emerging. Li [36] 
examined the connection between active and passive 
social media use and psychological empowerment. 
Their findings indicate that active social media use is 
positively associated with psychological 
Page 2121
  
empowerment. This may be attributed by individual’s 
awareness of their influence and collective power that 
may exert over others online. Amichai-Hamburger, 
Mckenna and Tal [1] emphasized that Internet is an 
empowering tool as it links individual with a wider 
community, where self-efficacy and experience can 
be enhanced. Furthermore, past studies reveal that 
social media facilitate consumer empowerment, 
which in turn produces positive outcomes for the 
social media. Consumers can generate content such 
as reviews and recommendations through online 
communities. This builds trust in the social media 
and facilitate the purchase intention of using social 
media platforms [24, 25]. 
 
3. Theoretical framework and hypotheses 
 
The present research’s conceptual framework 
explicates the central role of psychological 
empowerment in the participation of online brand 
communities, along with its antecedents and impact 
on behavior intention. By adopting the empowerment 
theory [13, 52, 59] as the conceptual lens, the present 
study proposes a model and develop hypotheses. 
Psychological empowerment manifests a 
psychological state that is shaped and enabled by the 
environment [54]. Social factors and functional 
dimensional factors are two important reasons why 
people join online brand communities. Therefore, the 
social and functional dimensional driving factors and 
its impact on psychological empowerment in the 
online brand community is examined. The present 
study seek foundation and expands from Spreitzer 
[52]’s model in the work environment to provide a 
fresh perspective in the online brand community 
context. Spreitzer [52] indicates that individuals’ 
perceptions of sociopolitical support, role ambiguity, 
and work unit climate, access to information, 
resources, and span of control facilitate the 
establishment of psychological empowerment. Role 
ambiguity and span of control in Spreitzer [52]’s 
work environment findings is not relevant to our 
social media context, thus only the essence of 
sociopolitical support, work unit climate and access 
to information and resource is adapted into our model. 
Given the potential for new insights in our social 
media context, we added factors that we felt was 
missing for explanation and delineate how the 
perceived experience affected by the online brand 
community environmental factors facilitates 
psychological empowerment, which in turn enhances 
consumers’ value creation behaviors. 
 
3.1. Social related antecedents of 
psychological empowerment 
 
3.1.1. Perceived responsiveness. Online brand 
community provides an environment that is built 
upon conversation, and when individual shares 
information and experiences by posting a message, 
they anticipate to receive responses. Thus supporting 
this expectation by being responsive displays a sense 
of goodwill and kindness [46]. Spreitzer [52]’s model 
indicates that participation and encouragement of 
responsiveness in the work unit climate facilitates the 
sense of empowerment. Foa’s [17] resource exchange 
theory postulates that individuals exchange six kinds 
of resources: love (such as showing warmth and 
comfort), information, status, services, money, and 
goods. Reciprocating behaviors in social interactions 
is demonstrated by the process of receiving and 
providing various resources. The individual who 
offers the resources, such as sharing information, 
knowledge or experience, expects to receive 
reciprocal support. Thus by extending resource 
exchange to the context of online brand community, 
when an individual share experience or information, 
whether the content is knowledge sharing, enjoyment 
in product usage or insightful usage experience, the 
individual expects some kind of response, which 
shows the reciprocal of social support. 
In the virtual environment where facial expression 
and body language are absent, the sense of support to 
the individual posting the message is demonstrated 
through perceived responsiveness to the posted 
message. Greater responsiveness from others 
indicates a willingness to help other community 
members and increases the reciprocal nature of the 
community itself, displaying adherence to norms. 
Responsiveness can also indicate benevolence by 
interacting conferring to the accepted social rules. 
Responsiveness has been connected with an 
increased perception of cooperative intentions [46], 
an indication of kindness. Thus, the reciprocating 
behavior of responsiveness, where members of the 
online brand community display to other members 
when they share information and experience to the 
community facilitates trust among the members. 
Trust in online communities can be understood in the 
context of interpersonal relationship [48]. In the 
online brand community an individual does not carry 
a conversation with one individual, but is posting to a 
general audience, therefore trust is generalized at a 
collective group of people [46]. When trust that is 
developed between an individual and the group 
members the online brand community, it fosters 
closeness and the establishment of communal 
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relationship. The repeated interaction, displayed 
through responsiveness helps the trust to evolve.  
Prior research indicates that in a trusted and 
supportive environment where individuals are able to 
express their values, the sense of empowerment can 
be fostered [12]. According to Conger and Kanungo 
[13], empowerment is seen as an enabling process, 
where the conditions are created for heightening 
motivation for task accomplishment through the 
development of a strong sense of personal efficacy. 
For individuals to feel empowered, it is essential that 
they perceive the environment is liberating instead of 
constraining [15]. Previous research shows that 
receiving support in the work related environment is 
also found to exhibit direct influence on an individual 
sense of competence to accomplish task [47]. The 
perceived responsiveness provides a sense of support 
that is analogous to the social support that individuals 
receive in a work environment. Therefore, in an 
online brand community environment where 
individuals experience perceived responsiveness, it is 
likely that it will facilitate the establishment of 
psychological empowerment for individuals to 
participate in sharing information and experience. 
 
H1: The perceived responsiveness of the online brand 
communities facilitates psychological empowerment. 
 
3.1.2. Perceived validation. Perceived validation 
indicates the extent an individual feels that other 
community members affirm the importance of the 
information, knowledge and opinions that the 
individual shares [4]. The sense of validation 
provides satisfaction to the individual’s need for 
recognition. According to Spreitzer [52]’s model in 
the work environment, sociopolitical support from 
supervisor or peer indicates validation and approval. 
This enhances personal sense of power and facilitates 
psychological empowerment. In the social media 
environment, when individuals participate in 
information and knowledge sharing online, 
individuals may be driven by the desire to build 
personal identity, establish confidence, obtain respect 
and confidence and make their expertise known 
publicly. Prior research indicates that the opportunity 
to receive recognition through the expression of 
thoughts and opinions in content creation online 
positively affects an individual’s perceived 
psychological empowerment [34]. According to the 
theory of empowerment, the environment that 
provides an enabling process to the individual 
facilitates the psychological empowerment [59]. 
When the enabling process created by the 
environment is present, it creates increased 
motivation for individual to engage in task 
accomplishment through the development of a strong 
sense of personal efficacy [13]. Therefore, in an 
online brand community where individuals 
experience validation from other members, it is likely 
that it will facilitate personal efficacy and 
psychological empowerment, for individuals to share 
information and experience. 
 
H2: The perceived validation of the online brand 
communities facilitates psychological empowerment. 
 
3.1.3. Status seeking. Status indicates an individual’s 
relative position in a group which is built according 
to esteem, prestige, or honor [7]. Thus, status seeking 
postulates individual engaging in activities aimed at 
improving one’s position in a group to increase 
prestige and esteem [31]. Status seeking can be 
driven by external and internal objectives. Seeking 
for social and economic benefits are external 
objectives. While status seeking pursued for 
emotional reasons such as achieving ego reward, 
when an individual attains the desired status are 
internal objectives [17].  Previous research asserts 
that status seeking is associated with information 
sharing such as news sharing among social media 
users [33]. Status seeking in online communities is 
attained through the creation of reputation to enhance 
status and increase the sense of importance [31]. The 
process of achieving the sense of empowerment is 
motivated by power achieving goals [12]. The power-
oriented goals can be seen as an objective aimed at 
enhancing individual’s influence in the group, such 
as status, reputation and feeling being admired. In 
online brand communities, when individuals 
contribute information and knowledge driven by 
status seeking, it is likely that this facilitates the 
experience of empowerment in the process. 
 
H3. Status seeking facilitates psychological 
empowerment in the online brand communities. 
 
3.2. Functional related antecedents to 
psychological empowerment 
 
3.2.1. Perceived network size. Perceived network 
size reflects the degree to which an individual 
perceives the number of members joining the online 
community. The benefit of online brand community 
is that it enables individuals to be connected with 
people outside of its social circles [38]. As the online 
brand community increases in members, the 
possibility of an individual to be connected to more 
people also increases. According to network 
externalities theory [28], individual’s participation 
intention increases as the size of the community 
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increases. Network externalities is defined as “the 
utility that a user derived from consumption of a 
good increases with the number of other agents 
consuming the good” [27] (p.424). In other words, 
the level of utility an individual obtains from 
participating in an online community depends on the 
amount of members joining the community. This is 
because as the amount of users increase, it will draw 
more users to join in using a particular product or 
service, which in turn creates more external benefits 
[37]. The network effects can generate a bandwagon 
effect as the network develops and attracts more 
people to join, creating a positive feedback circle. 
Thus, large online brand community size that allows 
an individual to conveniently interact with a wide 
scope of members, provides an access to a larger 
resource of knowledge and experience.  
Prior research indicates that individuals who 
perceive that they exhibit a higher degree of access to 
resources shows a higher level of empowerment than 
individuals who perceive they have less access to 
resources [52]. The access to resources can increase 
an individual’s sense of self-efficacy and control over 
the environmental [22]. According to empowerment 
theory, the environment that provides an enabling 
process to the individual, facilitates the establishment 
of psychological empowerment [59]. Therefore, in an 
online brand community where the perceived 
network size is large, it enables the individuals to tap 
into large resource, thus it is likely that it will 
facilitate the establishment of psychological 
empowerment. Furthermore, when the individual 
shares information and experience to community 
with a large number of participants, the message is 
likely to be dispersed to a wide base of audience. 
This enables the individual to exert greater influence 
over a larger group of people, which also creates a 
sense of empowerment for the individual. 
 
H4: The perceived network size of the online brand 
communities facilitates psychological empowerment. 
 
3.2.2. Perceived information quality. Consumers 
seek updated and accurate informational benefits 
from online communities [16]. Information quality is 
the perceived quality and excellence of the 
information provided by the online brand community. 
Social cognition theory posits that access to 
information facilitates a sense of self-efficacy [22]. In 
the model proposed by Spreitzer [52] in the work 
environment, access to information and resources 
facilitate psychological empowerment. Kanter [26] 
(p.5) asserts that for an organization to be 
empowering, it is crucial that “more information are 
available to more people at more levels through more 
devices”. The empowerment process requires the 
sharing of information to enable individuals to 
contribute in the work environment [19]. Thus, an 
online brand community which provides access to 
high information quality and more updated 
information enables individual to be better informed, 
is a more empowering environment. According to 
theory of empowerment, the environment that 
provides an enabling process to the individual, 
facilitates the establishment of psychological 
empowerment [59]. The findings of Spreitzer [52] 
also show evidence that the enabling effect of the 
environment facilitates psychological empowerment. 
In the online brand community where individuals 
perceives higher information quality, the enabling 
process is likely to facilitate the establishment of 
psychological empowerment for individuals. 
 
H5: The information quality of the online brand 
communities facilitates psychological empowerment. 
 
3.3. Psychological empowerment and 
consumers’ value creation behaviors 
 
Empowerment is seen as an enabling process and 
results in an enhanced intrinsic motivation to 
accomplish task [13, 54]. Empowerment links 
individual strength and competencies with voluntary 
mutual help in the community [43]. Furthermore, 
psychological empowerment has a positive effect on 
increasing organizational citizenship behavior [53]. 
When individual’s psychological empowerment is 
enhanced it is plausible that individuals believe they 
have stronger impact in the online brand community. 
The increased belief of self-efficacy and feelings of 
obligation may lead to a sense of ownership to the 
brand community [44], which increases their 
intention to participate in voluntary behaviors in 
value creation. Viewing customers as partial 
employee is widely discussed in the co-creation 
literatures [49], where consumers voluntarily take on 
a more active role in affecting and promoting the 
brand, helping in brand use, welcoming new 
members. Previous studies show that consumers can 
assume three types of voluntary behaviors that is 
related to citizenship behaviors: advocacy, helping 
others and providing feedback [56]. Advocacy 
indicates individuals in the online brand community 
engages in the behavior of recommending and 
creating favorable word of mouth which promotes the 
online brand community. Individuals spread positive 
words about the online brand community [49]. 
Helping others asserts that individuals of the 
online brand community interact and actively 
participate in providing helpful information to other 
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members. The crucial role of an online brand 
community is providing a platform for the exchange 
of knowledge and experience. Thus, it is key that 
brand community members are willing to assume the 
role of helping others. Providing helpful information 
increases the brand knowledge, which assists other 
members to solve product usage problems and helps 
them to make informed purchase decisions [55].  
Providing feedback posits that members of the 
online brand community cares about the brand and 
provides opinions, ideas and suggestions to the brand. 
Psychological empowerment can be facilitated in an 
enabling environment [52]. When online brand 
community members feel the enhancement of 
psychological empowerment, this is likely to 
facilitate a trusted relationship with the brand 
community, where they can make proactive 
contributions to the online brand community. Thus, 
the psychological empowerment created in the 
environment of online brand community, is likely to 
facilitate consumers’ value creation behaviors. 
 
H6: Psychological empowerment in the online brand 
communities facilitates advocacy (H6a), helping 
others (H6b), and feedback (H6c). 
 
 
 
Figure 1. Conceptual Model 
 
4. Method 
 
4.1. Sample and data collection 
 
The online brand communities used for this study 
were selected based on the following criteria. First, 
members are allowed to freely share contents on 
product ideas or customer experiences. Second, the 
online brand community has an adequate number of 
active members. Third, the online brand community 
was from a well-known brand. The following online 
brand communities were selected: LEGO, My 
Starbucks Idea, Niketalk, SONY Playstation, Harley 
Davidson Owners Group, Strikes of Kings. The 
selected online brand communities include different 
product categories of toys, video games, online 
games, sportswear, motorbike, and coffee.  
A questionnaire link was posted on Amazon 
Mturk to collect data. Members in the above online 
brand communities were recruited. 315 data were 
obtained. Respondents with no experience interacting 
with other community members or with incomplete 
answers are excluded. A total of 272 usable data were 
used for the analysis. Of all the respondents, 62.5% 
were male. 85.7% are “21-40 year old”. Most of the 
respondents used the online brand community 1-6 
times a week (52.2%) and had the membership for 
more than 6 months (56.2%). Of all the online brand 
communities, 51.1% were “consumer-dominated” 
while 48.9% were “company-dominated”. 
 
4.2. Measures 
 
All the measures are adapted from established 
scales to suit the context of online brand communities. 
The items for measuring perceived responsiveness 
are adapted from Ridings, Gefen, and Arinze [46]. 
Status seeking is measured referring to items used by 
Li [35]. Validation is measured referring to the items 
from Baldus et al. [4]. Perceived network size is 
measured referring to the items used by Chih-Chien 
et al. [14]. The items for measuring information 
quality are adapted from Mathwick et al. [40]. The 
items for measuring psychological empowerment is 
adapted from Spreitzer [51]. Psychological 
empowerment is a second order construct that has 
four sub-dimensions of meaning, impact, self-
efficacy, and self-determination. Advocacy, helping 
others, and providing feedback are each measured 
referring to the items used by Yi and Gong [57]. All 
of the item responses used five-point Likert scales. 
All the constructs are measured using three items 
except validation, which is measured using four items. 
  
4.3. Analytical methods 
 
Partial least square structural equation modeling 
(PLS-SEM) was used to analyze the data. Following 
procedures recommended by Anderson and Gerbing 
[2], this study conducted the two-stage approach 
using SmartPLS 3.0. The first step is to examine the 
measurement model and assess reliability, convergent 
validity, and discriminant validity. The second step is 
to test the hypotheses using structural equation 
modeling. PLS-SEM uses a nonparametric bootstrap 
procedure to test the statistical significance of 
coefficients. This study adopted 5000 bootstrap 
samples as recommended by Hair et al. [23] (p. 149). 
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5. Results  
 
5.1. Measurement model 
 
All the constructs had acceptable reliability. The 
alpha coefficients and CR estimates for perceived 
responsiveness (α = 0.77, CR = 0.87), status seeking 
(α = 0.75, CR= 0.86), perceived network size (α = 
0.70, CR = 0.84), information quality (α = 0.74, CR = 
0.85), validation (α = 0.79, CR = 0.86), 
empowerment (α = 0.83, CR = 0.89), advocacy (α = 
0.78, CR = 0.87), helping others (α = 0.72, CR = 
0.84), and providing feedback (α = 0.78, CR = 0.87) 
are all greater than 0.7 [22] (p. 122). First-order and 
second- order constructs are all significantly 
converged (p < 0.001). The factor loadings are 
between 0.74-0.89, indicating acceptable indicator 
reliability [23] (p. 122). From Table 1, the 
correlations among components of psychological 
empowerment are sufficiently high to justify the use 
of the second-order structure. From Table 2, the 
values of AVE of all constructs are greater than 0.5 
[23] (p. 122) and the square root of the AVE estimate 
of each construct is greater than the correlation of the 
specific construct with any of the other constructs [23] 
(p. 116). Therefore, both convergent validity and 
discriminant validity are achieved. 
 
Table 1. Correlation Matrix of the 
Components of Psychological Empowerment 
 
 
Table 2. Correlation Matrix and Descriptive 
Statistics of Constructs 
 
Note: The values on the diagonal (in bold) are the square 
root of average variance extracted (AVE) estimates. 
 
5.2. Structural model 
 
The second step in validating structural model 
was to test the research hypotheses using 
bootstrapping technique in Smart PLS. All VIF 
values were below the threshold of 5 (i.e., 1.00~2.56), 
indicating that collinearity among the predictor 
constructs is not severe [23] (p. 194). 
The results are shown in Figure 2. Perceived 
responsiveness (β=0.31, p<0.001), validation (β=0.26, 
p<0.001), status seeking (β=0.23, p<0.001), and 
perceived network size (β=0.18, p<0.01) positively 
influence empowerment. Information quality has a 
positive marginal effect on empowerment (β=0.10, 
p<0.06). Empowerment has positive effects on 
advocacy (β=0.73, p<0.001), helping others (β=0.69, 
p<0.001), and providing feedback (β=0.69, p<0.001). 
Hence, all hypotheses are supported. 
 
 
Note: † p < 0.10 *** p < 0.001. 
 
Figure 2. PLS Analysis of Results 
 
 
6. Discussion  
 
6.1. Theoretical implications 
 
This research develops a conceptual model that 
investigates the driving factors of psychological 
empowerment and its impact on value co-creation 
behaviors in online brand community. The findings 
of the results revealed that perceived responsiveness, 
status seeking, validation, perceived network size, 
and information quality, facilitates the establishment 
of psychological empowerment, which in turns 
promotes consumers’ value creation behaviors of 
advocacy, helping others, and providing feedback. 
Hence, the results of this study contributes 
academically by exemplifying the important role of 
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consumer empowerment in generating consumers’ 
value co-creation behaviors. 
This research contributes by illuminating the 
social and functional antecedents of empowerment in 
the context of online brand communities. Past studies 
focus on the functional antecedents such as system 
characteristics, tool support [20]; infrastructure 
characteristics, such as openness of infrastructure 
architecture and infrastructure interaction design [30]. 
The results of this study are in line with [20, 30] by 
indicating the importance of functional perspective of 
the online communities, yet we further contribute to 
reveal that network size and information quality 
which indicates access to larger resource also drives 
participation in online communities. Furthermore, the 
present study advances understanding by illuminating 
social aspect of online brand communities plays a 
crucial role in the consumers’ empowerment process. 
This is consistent with the findings in the workplace 
context where sociopolitical support is a key driver of 
empowerment [50].  
This research contributes by indicating that 
empowerment facilitates value creation behaviors of 
consumers. Past studies focused on the firms’ 
outcomes. For instance, Füller et al. [20] revealed 
that perceived empowerment positively influences 
consumers’ intention of future participation in the 
virtual NPD tasks. This study differs from past 
studies by focusing on broader outcomes including 
providing feedback to firms, helping other members 
in the online brand community, and advocating 
others to join the online brand community. Thus, the 
outcome of consumer empowerment is not restricted 
to firm outcome but also includes outcomes related to 
other community members.  
The results indicated that the effect of information 
quality on empowerment is marginally significant 
while status seeking and validation are the two main 
drivers of empowerment. The possible reason may be 
attributed to the fact that the respondents of this study 
are members that actively participate in contributing 
and sharing information in the online brand 
communities. Online brand community members can 
be divided into active members and lurkers [11, 45]. 
Active members are more knowledgeable and 
constantly share their opinion on various issues while 
lurkers tend to be passive and learn from the shared 
contents from other members [45]. Thus for these 
active members, the information quality provided by 
other members in driving empowerment is relatively 
less important as they tend to be already 
knowledgeable and experienced. For these people, 
status seeking and validation has a stronger effect in 
driving a sense of empowerment. 
 
6.2. Managerial implications 
 
Among all the predictors, perceived 
responsiveness is the strongest predictor to 
empowerment. Hence, practitioners should invest 
more resource in improving perceived responsiveness. 
For company-dominated online brand communities, 
practitioners can enhance members’ perception of 
responsiveness by assigning an online customer 
service agent. Specifically, community members who 
have questions about products and services can live 
chat with an online customer service agent on the 
online brand community and the agent must respond 
to members’ problems promptly. If the agent is 
offline, members are allowed to leave messages and 
the agent should answer members’ questions within a 
specified time limit. Alternatively, practitioners can 
introduce a recommendation system to facilitate 
interaction and responsiveness between members. 
The recommendation system can match an 
individual’s post content with other members’ 
previous post content, and the system will remind and 
draw member’s attention to be aware of the newly 
related posts.  In this way, the responsiveness within 
the online brand community can be facilitated. 
The findings from our study indicates that status 
seeking has a positive effect on empowerment. As 
such, practitioners should put more resource to 
stimulate the feeling of social status among 
community members. For instance, members who 
actively contribute to the online brand community by 
sharing knowledge to the focal brand and other 
community members can be rewarded by some 
contribution points. In turn, members can use 
contribution points to exchange for badges or 
trophies that can easily be seen by other community 
members, which can strengthen the psychological 
feeling of social status. Furthermore, these badges 
and trophies can have different levels such as gold, 
silver, bronze, iron.  Thus members with higher level 
of badges can show their high social status to others. 
Additionally, the research results show that 
validation facilitates psychological empowerment. 
Hence, practitioners can design devices to enhance 
members’ perception that their posts are recognized 
and validated by other members. For example, 
practitioners can introduce an “I agree with you 
button” next to members’ post. When community 
members see a post that they agree, they can press the 
“I agree with you” button to make that member feel 
recognized. Furthermore, practitioners can set up a 
threshold for the number of validation button pressed. 
If a given post surpasses the threshold, it will be 
featured in the front page of the online brand 
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communities, and this should makes all contributors 
to the post feel psychologically recognized.  
The results showed that empowerment is 
facilitated by perceived network size. Practitioners 
can enhance the perception of the network size 
among members by using pop-up messages, to show 
new members entering the online brand community. 
For instance, when members log onto the online 
brand community, a message pops out to indicate 
how many new members joined today, the total 
number of community members of this online brand 
community, and how many friends and relatives of 
the focal members are currently online. This can 
provide community members a sense of perceived 
critical mass that facilitates a sense of empowerment. 
 
7.  Limitations and future studies 
 
This study investigates members that actively 
participate in online brand communities using a 
cross-sectional survey. Future research can address 
the cross-sectional limitations of the present study by 
further adopting a longitudinal investigation of 
psychological empowerment in online brand 
communities.  
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